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My thesis focuses on investigating how various stakeholders - individuals, non-profit 
organisations and corporations - can use marketing for a positive change. My essay 1 presents a 
meta-analytic investigation of the relationship between various phases of the goal striving 
process in the context of health-related behaviors. This meta-analysis yielded several 
conclusions. First, the results indicate that if an individual sets a specific goal, formulating an 
“if-then” plan is more beneficial for adopting the planned behavior whereas formulating “when-
where-how” plans is more helpful when setting a non-specific goal. Second, this study showed 
that the positive effect of planning for health-related goals is not time-bound. Finally, it suggests 
that planning is equally effective for both approach and avoidance goals.  
My essay 2 examines consumer responses towards CSR. In this essay, I conducted a meta-
analysis of the CSR literature to examine what CSR initiatives companies should support as well 
as how to communicate it. Results revealed that it is important to account for complexity in 
consumers’ responses to CSR, as responses to CSR initiatives differ depending on the type of the 
consumer reaction. First, the level of CSR–company fit does not affect CSR effectiveness in 
changing consumer behavior or improving attitudes towards the brand or a product. However, 
low CSR–company fit initiatives are not effective in improving consumer attitudes towards the 
company.  Second, there are important differences in effectiveness of different CSR types. For 
instance, cause-marketing is an effective tool for changing consumer behaviors, but it does not 
improve attitudes towards the brand or a product. Third, self-publicized CSR initiatives are 
ineffective in improving company attitudes. They are also significantly less effective in 
improving attitudes towards the product comparing to those CSR that are communicated via 
independent sources. However, companies can still effectively use self-publicity in driving 
behavioral change as communication source does not affect the effect of CSR towards consumer 
9 
behavior change. Finally, we show that CSR initiatives are not effective for companies that 
operate in controversial industries. 
My essay 3 examines the link between language used in peer-to-peer (P2P) lending 
requests and their funding success. I retrieved an extensive database from P2P lending platform 
Kiva to investigate how specific language elements of P2P loan requests, in particular language 
complexity and risk connotation, can influence funding success. The results show that using less 
complex language with fewer words connoted with risk leads to a significant increase in funding 
success. Furthermore, lenders evaluate personal and business-related loans in different ways; 
where by nature personal loans contain less information on their future repayment. 
Introduction 
While marketing has been traditionally viewed as a tool for businesses to promote and sell 
products through customers’ satisfaction and retention (e.g. Bagozzi, 1975), there is a growing 
understanding amongst both marketing scholars and practitioners that marketing can positively 
contribute to society. Marketing should not only focus on improving companies’ financial 
performance, but also on making a positive difference in the world by helping in promoting 
social causes (e.g. McDermott et al., 2005), increasing levels of charitable donations (e.g. Small 
& Verrochi, 2009) and helping both consumers and corporations to make better decisions (e.g. 
Cronin et al., 2011; Kivetz & Keinan, 2006). Moreover, with the recent increase of companies 
engaging in corporate social responsibility (CSR), marketing research contributes to our 
understanding how companies can work together with consumers on addressing such important 
problems as pollution, poverty, discrimination and others (e.g. Lafferty, 2007).  
